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Background 
 
What do we know? 
 
 Customer Experience is increasingly becoming the new standard for differentiation in 
both offline and online retailing, and offers a sustainable competitive advantage.  
o The economic value of a company’s offering has been observed to increase 
when the customer has a fulfilling shopping experience (Pine & Gilmore, 
1998) 
o Crafting engaging and customer experience is a known method of generating 
loyalty, advocacy and word of mouth (Tynan & McKechnie, 2009). 
o A good experience can entice consumers to shop for longer and spend more 
(Kim, 2001). 
 The customer’s experience is made up of diverse elements occurring before, during 
and after the purchase itself. (Discussed further on page 5). It is cumulative over time 
and can be influenced by touch points across multiple channels.  
What remains unclear? 
 
 How do Coles customers respond to the elements of online customer experience? 
 How does the online customer experience differ for frequent and infrequent 
purchasers? 
 Do differences between genders and age cohorts for online customer experience 
exist? 
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Methodology 
 
 
• An online survey questionnaire was distributed to approximately 6000 Coles Online 
shoppers. 
• Only B2C opt-in shoppers were contacted and residents of New South Wales and the 
ACT were excluded for legal reasons. 
• The survey questionnaire was sent to two groups; frequent and infrequent 
shoppers. Frequent shoppers were those who had shopped 4-6 times in the 13 weeks 
before the survey, while infrequent shoppers had shopped only once in this time. 
• In total, 381 responses were received from the frequent group and 174 from the 
infrequent group, making a total of 555 responses. 
• The online survey questionnaire was operationalised to ensure a response was 
collected for every question before the participant could progress in the survey. This 
aided in cleaning the data and eliminating missing responses.   
• The survey instrument was constructed using Key Survey on Queensland University 
of Technology (QUT) servers, responses were kept anonymous and collection and 
storage procedures were in line with the Privacy Act 1988 Cth, the SPAM Act 2003 
Cth and the QUT manual of policies and procedures. Ethics approval was obtained 
from the QUT Ethics board (Approval Number: 1300000244). 
• Data was exported to Excel for cleaning and then to SPSS Version 21 for analysis. 
• Analysis included descriptive, frequencies, t-tests, Analysis of Variation (ANOVA) 
and Multiple Regression. 
• Outliers were removed prior to analysis.  
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Sample Demographics – Whole Sample 
 
 
 
3.4%
30.5%
29.7%
18.9%
8.7%
8.8%
Age
18‐24 years
25‐35 years
36‐45 years
46‐55 years
56‐65 years
65+ years
9.5%
90.5%
Gender
Male
Female
0.4%
40.0%
49.7%
9.9%
Self Reported Purchasing Frequency
Every Day
More than once a week
More than once a month
Less than once a month
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5.70%
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90.2%
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Male
Age Gender
Sample Demographics – Frequent and Infrequent Groups 
  
  
 
 
 
 
 
 
 
    
 
 
 
 
 
What is Online Customer Experience? 
 
 During the online purchase process, the customer passes through certain stages, which make up the total experience, as set out below. 
The customer will likely have multiple touch points with an e-retailer before, during and after the purchase.  
 These experiences are cumulative over time, and as such, opinions on the quality of experience can change over time. Similarly, touch 
points can occur across multiple channels, so the online experience must be consistent with the offline experience. 
 
Does the customer feel pleasantly absorbed in 
the online buying process? 
 
Is navigating the website challenging enough to 
be engaging, but not frustrating? 
 
Does the customer feel in control? 
 
Is the website easy to use? 
 
Does the customer feel part of a community 
when buying online? 
 
Can the customer personalise the website to 
their own needs? 
 
Does the customer feel there are benefits to be 
had by shopping online? 
 
Is the look and feel of the website pleasing? 
 
 
Sense of Flow: The customer is 
focussed on the task at hand and 
weighs up the information they have in 
a rational way. They dedicate attention 
to achieving ‘what they came for’ and 
navigate seamlessly through the 
process. 
 
 Emotions: The customer experiences 
positive emotions (happiness, 
excitement, accomplishment, freedom 
and control) or negative emotions 
(sadness, frustration, disappointment, 
boredom, vulnerability). 
 
Does the customer feel that they can trust 
both the online merchant and the Internet 
as a transactional platform? 
Is the customer satisfied? 
Does the customer perceived online 
purchasing to be risky? 
 
Does the customer intend to purchase 
again from the Internet? 
Before the Purchase  During the Purchase  After the Purchase 
Elements of the Experience 
 
Each of the elements of online customer experience were measured in this survey, and 
respondents were asked to indicate their level of agreement to a set of statements on a 7 point 
scale ranging from: (1) Strongly Disagree, (2) Disagree, (3) Somewhat Disagree, (4) Neither 
Agree or Disagree, (5) Somewhat Agree, (6) Agree and (7)Strongly Agree. Respondents were 
asked to generalise across all recent shopping experiences, not just encounters with Coles 
Online. As each element had multiple dimensions, most were measured using four survey 
questions, which were then aggregated to form an overall response.  
An overview of responses for both frequent (N=381) and infrequent (N=174) purchasing 
groups is provided, and demographic differences are discussed where relevant. Gender had 
no significant impact on any elements of the experience, therefore it is not discussed. 
However, gender split in the sample must be acknowledged. There was a significant skew 
toward female responses (approx. 90% females and 10% males) which may have influenced 
outcomes in this respect. If this gender split is not consistent with the whole Coles Online 
customer database, results should be interpreted carefully. 
Not only did this study observe frequent and infrequent purchasing groups based on Coles 
metrics, it also asked respondents to estimate their own shopping frequency. Respondents 
were asked the question ‘How often do you purchase online?’ and asked to respond  in one of 
four ways: (1) Every Day; (2) At least once a week; (3) At least once a month; and (4) Less 
than once a month. As only two respondents indicated that they shopped every day, these 
responses were not included. Findings of the study indicate a few differences between these 
groups that were not observed between the frequent and infrequent purchasing groups as 
defined by Coles metrics.  
Differences between purchasing groups are expressed in percentages for comparative 
purposes due to the difference in sample size for each group. 
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Absorption  
 
Q1. Using Internet shopping websites creates a new world for me, and this world suddenly 
disappears when I stop browsing. 
Q2. I forget about my immediate surroundings when I use Internet shopping websites. 
Q3. Internet shopping often makes me forget where I am. 
Q4. After Internet shopping, I feel like I come back to the “real world” after a journey. 
 
 The mean score for this element was 3.39 for frequent purchasers and 3.43 for 
infrequent purchasers. A t-test indicated that responses for this elements were not 
significantly statistically different between the two groups 
 This indicates a mild level of agreement among customers that they did not feel 
particularly absorbed in the online shopping process. 
 Overall, scores were spread fairly evenly for this element. The majority of 
respondents scored neutrally or somewhat disagreed with the statements, however, 
there were even responses across all categories excluding strongly agree. 
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Challenge 
 
Q1. Using Internet shopping websites challenges me to perform to the best of my ability. 
Q2. I find that using Internet shopping websites stretches my capabilities to my limits. 
Q3. Using Internet shopping websites challenges me. 
Q4. Using Internet shopping websites provides a good test of my skills. 
 
 The mean score for this element was 3.41 for frequent purchasers and 3.31for 
infrequent purchasers. A t-test indicated that responses for this element were not 
significantly statistically different between the two groups. 
 This indicated a mild level of agreement that online shopping is not particularly 
challenging. 
 The majority of participants responded with a score of (3) or (4), meaning they either 
had no opinion or somewhat disagreed with the statements.  
 
Influence of Age  
 Those in the 65+ age bracket perceived significantly more challenge associated with 
online buying than all other age brackets. Those in the 18-24 year category perceived 
the least challenge. 
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Sense of Control 
 
Q1. I feel in control of what I am doing when I purchase from Internet shopping websites. 
Q2. I can easily control the information that is provided on Internet shopping websites. 
Q3. The level of information provided by Internet shopping websites helps me to feel in 
control of my purchase decision. 
Q4. I feel I can control my use of information on Internet shopping websites. 
 
 The mean score for this element was 5.15 for frequent purchasers and 5.01 for 
infrequent purchasers. A t-test indicated that responses for this element were not 
significantly statistically different between the two groups. 
 This indicated that most customers felt they were in control while shopping online. 
 The majority of participants responded with a score of (5) or (6), meaning they agreed 
with the statements. 
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Ease-of-Use 
 
Q1. Navigation is quick and easy when I shop on the Internet 
Q2. Internet shopping allows me to easily shop for what I want. 
Q3. It is easy to become confident at Internet shopping. 
Q4. Internet shopping websites are easy to use. 
Q5. Learning how to navigate Internet shopping websites does not take too long for me. 
 
 The mean score for this element was 5.81 for frequent purchasers and 5.74 for 
infrequent purchasers. A t-test indicated that responses for this element were not 
significantly statistically different between the two groups. 
 This indicated a strong level of agreement that e-retail websites are generally easy to 
use, and navigation is quick and simple. 
 The majority of participants responded with a score of (6), meaning they agreed 
confidently with the statements. 
Influence of Age and Self-Reported Purchasing Frequency 
 Those under 35 found online purchasing significantly easier than those in the 56-65 
age bracket. 
 Those customers who reported that they purchased at least once a week also indicated 
that they found online shopping significantly easier than those customers who 
shopped less frequently than this. 
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Sense of Connectedness/Community 
 
Q1. Being able to connect with other customers who share similar interest in the same 
products is a positive feature of Internet shopping. 
Q2. Viewing the product recommendations of other customers who use Internet shopping 
websites is helpful. 
Q3. Being able to share comments about my experiences of the products with other 
customers on Internet shopping websites is an important feature to me. 
Q4. It is an advantage when the content of Internet shopping websites is partly influenced by 
the customers who use it. 
 
 The mean score for this element was 4.46 for frequent purchasers and 4.55 for 
infrequent purchasers. A t-test indicated that responses for this element were not 
significantly statistically different between the two groups. 
 This indicates agreement that feeling connected to/interacting with other customers, 
and feeling part of a community is important when buying online. 
 The majority of participants responded with a score of (4) or (5), meaning they were 
either neutral or somewhat agreed with the statements.  
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Customisation/Personalisation to Individual Needs 
 
Q1. Internet shopping websites should feel like they are talking to me personally as a 
customer. 
Q2. The requirement to log into an Internet shopping website makes me feel recognized as a 
customer. 
Q3. It is important to me that an Internet shopping website feels like my personal area when I 
use it. 
Q4. I like it when I am able to customize the Internet shopping web pages to my own liking. 
 
 The mean score for this element was 4.75 for frequent purchasers and 4.62 for 
infrequent purchasers. A t-test indicated that responses for this element were not 
significantly statistically different between the two groups. 
 This indicates agreement that the ability to customise and personalise an e-retail site is 
important. 
 The majority of participants responded with a score of (4), (5) or (6), meaning they 
were either neutral, or agreed with the statements.  
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Perceptions of the Benefits of Online Shopping 
 
Q1: I can learn which products are suitable for my needs in comparison to other competitor 
products by browsing Internet shopping websites. 
Q2: With Internet shopping websites I can find out what I want to know before I purchase 
online. 
Q3. By reviewing the information provided by Internet shopping websites I can be confident 
that I have made the best purchase decision. 
Q4. The convenience of Internet shopping is a key benefit. 
 
 The mean score for this element was 5.89 for frequent purchasers and 5.81 for 
infrequent purchasers. A t-test indicated that responses for this element were not 
significantly statistically different between the two groups. 
 This indicated that most customers had strong beliefs that online shopping was 
beneficial for them. 
 The majority of participants responded with a score of (6) or (7), meaning they 
confidently or strongly agreed with the statements.  
Influence of Age  
 Those in the 56-65 year age bracket perceived the benefits of online shopping to be 
significantly lower than all other age brackets. 
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Aesthetics/Look and Feel of the Website 
 
Q1: The look and feel of Internet shopping websites makes them seem like they are quality. 
Q2: The brand of a company's Internet shopping website should be consistent with what I 
think the brand of that company is like. 
Q3: The look and feel of the website is important when Internet shopping. 
Q4: Too much third party advertising is not helpful when internet shopping 
 
 The mean score for this element was 4.66 for frequent purchasers and 4.59 for 
infrequent purchasers. A t-test indicated that responses for this element were not 
significantly statistically different between the two groups. 
 This indicates a mild level of agreement that aesthetics of an e-retail site are 
important. 
 The majority of participants responded with a score of (5), meaning they somewhat 
agreed with the statements.  
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Sense of Flow 
 
Q1. (Scenario)The word “flow” is used to describe a state of mind sometimes experienced by 
people who are deeply involved in some activity. One example of flow is the case where a 
professional athlete is playing exceptionally well and achieves a state of mind where nothing 
else matters but the game; he or she is completely and totally immersed in it. The experience 
is not exclusive to athletics; many people report this state of mind when playing games, 
engaging in hobbies, or working. Activities that lead to flow completely captivate a person 
for some period of time. When one is in flow, time may seem to stand still, and nothing else 
seems to matter. Flow may not last for a long time on any particular occasion, but it may 
come and go over time. Flow has been described as an intrinsically enjoyable experience.  
 
Q1. When Internet shopping I have experienced flow<<<<>>>>When Internet shopping I 
have never experienced flow. 
 
 The mean score for this element was 4.44 for frequent purchasers and 4.39 for 
infrequent purchasers. A t-test indicated that responses for this element were not 
significantly statistically different between the two groups. 
 Most respondents answered neutrally when asked if they achieved a feeling of flow 
while shopping online; that is that they felt focussed on the task, completed the task 
efficiently and achieved their goals. This indicates that the group probably did not 
achieve flow. 
 Overall, scores were spread fairly evenly for this element. While the majority of 
respondents scored neutrally, there were even responses across all categories 
excluding strongly disagree. 
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Emotions 
 
Q1: Sad >>>>>>> Happy 
Q2: Downcast >>>>>>> Contented 
Q3: Annoyed >>>>>>> Pleased 
Q4: Sluggish >>>>>>> Frenzied 
Q5: Calm >>>>>>> Excited 
Q6: Relaxed >>>>>>> Stimulated 
Q7: Guided >>>>>>> Autonomous 
Q8: Influenced >>>>>>> Influential 
 
Note: Sliding scale response on a continuum of negative to positive emotions.  
 
 The mean score for this element was 4.53 for frequent purchasers and 4.58 for 
infrequent purchasers. A t-test indicated that responses for this element were not 
significantly statistically different between the two groups. 
 This indicated that emotions experienced during shopping were very mildly positive, 
if not non-existent. 
 The majority of participants responded with a score of (4) or (5), meaning they were 
either neutral or somewhat agreed with the statements.  
Influence of Self-Reported Purchasing Frequency 
 Those customers who reported that they purchased at least once a week indicated that 
they experienced significantly more positive emotions while shopping online than did 
those customers who shopped less frequently than this. Therefore, the building of 
positive emotions in the customer experience may contribute to very frequent online 
buying. 
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Trust 
 
Q1. Internet shopping is reliable. 
Q2. In general, I can rely on Internet shopping websites to keep the promises that they make. 
Q3. Internet shopping is a trustworthy experience. 
Q4. Internet shopping can be trusted, there are no uncertainties. 
 
 The mean score for this element was 4.87 for frequent purchasers and 4.62 for 
infrequent purchasers.  
 A t-test indicated that responses for this element were significantly statistically 
different between the two groups. Frequent customers were, on the whole, more 
trusting of online buying than were infrequent customers 
Influence of Age  
 Those in the 65+ category were significantly more trusting than those aged 25-65. 
 
Recommendations: 
 Trust building may contribute to converting low frequency purchasers to high 
frequency purchasers. Reliability and levels of uncertainty in this case are key 
components of trust (Ha & Perks, 2005); therefore efforts to increase the reliability 
and decrease uncertainties associated with the service are likely to contribute to more 
buying. Coles’ existing brand will be effective in this respect, though communicating 
the company’s commitment to excellence in the digital channel will also be important. 
 Trust building may be more important for younger customers than older customers
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Satisfaction 
 
Q1. I am satisfied with the experience I have before I purchase on Internet shopping websites 
(e.g. quality of information about products, product comparisons and search functions). 
Q2. I am satisfied with the purchase experience of Internet shopping websites (e.g., ordering, 
payment procedure). 
Q3. I am satisfied with the experience I have after I purchase from Internet shopping websites 
(e.g., customer support and after sales support, handling of returns/refunds, delivery care). 
Q4. I am satisfied with my overall experiences of Internet shopping. 
 
 The mean score for this element was 5.81 for frequent purchasers and 5.65 for 
infrequent purchasers.  
 A t-test indicated that responses for this element were significantly statistically 
different between the two groups. Frequent customers exhibited higher levels of 
satisfaction than did infrequent customers. Despite this, almost no customers in either 
group reported below neutral satisfaction levels 
 Additional testing reveals that mean responses for Question 2 were significantly 
higher than responses for question 1 or question 3 for both groups. This indicates that 
customers were more satisfied with their experience on the website during purchase, 
than before or after purchase. 
 
Recommendations: 
 Focus on improving satisfaction should prioritise pre-purchase activities (quality of 
information about products, product comparisons and search functions) and post-
purchase activities (customer support and after sales support, handling of 
returns/refunds, delivery care) ahead of during purchase activities. Successful 
satisfaction building could affect purchasing frequency. 
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Risk 
 
Q1. I feel safe making purchases on the internet using my credit card. 
Q2. I feel safe giving my personal details to an online organisation if requested. 
Q3. Compared with other ways of making purchases, I think that using the internet is more 
risky. 
Q4. There is too much uncertainty associated with using the internet to make purchases. 
 
 The mean score for this element was 3.38 for frequent purchasers and 3.62 for 
infrequent purchasers. A t-test indicated that responses for this element were 
significantly statistically different between the two groups. 
 Surprisingly, frequent customers perceived higher levels of risk associated with online 
buying, than did infrequent customers. 
 
Recommendations: 
 Special efforts to reduce fear of risks beyond the current level may not be effective in 
converting low frequency buyers into high frequency buyers. Clearly, concerns about 
risk were present, but had little influence of the frequency of purchasing, and certainly 
did not lower purchasing frequency.  
 Continue to leverage off established Coles brand and engage in cross-channel 
promotion. The credibility of Coles’ established offline presence may already be 
offering an advantage in this area. Customers report mild to moderate perceptions of 
risk buying on the Internet in general, though their frequency of purchasing 
specifically through Coles Online is unaffected. Therefore, while they perceive risk 
with other websites they shop through, this does not necessarily apply to Coles. 
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Repurchase Intentions 
 
Q1. It is likely that I will shop again at Internet shopping websites in the near future. 
Q2. I anticipate shopping again at Internet shopping websites in the near future. 
Q3. I regularly return to shop at the same websites. 
Q4. I expect to shop again at Internet shopping websites in the near future. 
 
 The mean score for this element was 6.46 for frequent purchasers and 6.32 for 
infrequent purchasers.  
 A t-test indicated that responses for this element were significantly statistically 
different between the two groups. Frequent customers (as expected) had higher 
repurchase intentions than did infrequent customers. Despite this, both groups 
indicated high intent to repurchase. 
 
Influence of Age  
 Those in the 56-65 category were significantly less likely than all other categories to 
have intent to repurchase.  
 
 
Recommendations: 
 The 56-65 age category had lower perceptions of the benefits and ease-of-use of 
online shopping, which likely lowered their intent to repurchase, as benefit 
perceptions was the most important factor in deciding repurchase intentions, while 
ease-of-use was third most important (see page 24). Communication of benefits of 
online shopping and mechanisms to make online shopping easier will therefore be 
important for this group.  
0.0 0.0 0.0 0.6
19.0
61.5
19.0
0.0 0.0 0.3 1.0
12.6
57.0
29.1
0.0
10.0
20.0
30.0
40.0
50.0
60.0
Pe
rc
en
ta
ge
 of
 Re
sp
on
se
s
Repurchase Intentions
Infrequent
Frequent
23 
 
Influencing Purchase Intentions 
 
This research captured the elements of the customer experience, as well as the customer’s 
repurchase intentions. Results show the following elements, in order of importance, had an 
effect on the customer’s intent to repurchase: 
1. Belief that online shopping is beneficial 
2. Satisfaction 
3. Ease-of-Use 
4. Website is challenging enough to be engaging, but not frustrating  
5. Sense of Trust 
6. Perceptions of Risk 
7. Pleasant absorption in the buying process 
8. Feelings of connectedness and being part of a community when buying online 
The following elements did not directly impact repurchase intentions: 
 Emotions  
 Sense of Flow 
 Ability to customise website to individual needs. 
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Summary 
 
Key Insights 
 
Coles Online customers report the following with regard to their online experience: 
 Customers did not feel particularly absorbed in the online shopping process. 
 Customers did not find online shopping particularly challenging. 
 Most customers felt they were in control while shopping online. 
 Customers report that e-retail websites are generally easy to use, and navigation is 
quick and simple. 
 Customers report that feeling connected to/interacting with other customers, and 
feeling part of a community is important when buying online. 
 Customers agreed that the ability to customise and personalise an e-retail site to their 
individual needs is important. 
 Most customers had strong beliefs that online shopping was beneficial for them. 
 Customers agreed that the aesthetics of an e-retail site are important. 
 The majority of respondents did not achieve a feeling of flow while shopping online.  
 The majority of respondents did not have a definite emotional response to shopping 
online 
 The majority of respondents were somewhat trusting of online shopping. Frequent 
customers were more trusting of online buying than were infrequent customers. 
 The majority of customers were satisfied with their online buying activities. 
Respondents were more satisfied with their experience during purchase than pre and –
post-purchase. Frequent customers were more satisfied than infrequent customers. 
 Customers indicated that they did experience risk when purchasing online. Frequent 
customers perceived risk to be present more than infrequent customers. 
 Most customers had very high repurchase intentions. Frequent customers (as 
expected) had higher repurchase intentions than did infrequent customers. 
 
Key Recommendations 
 
 Trust building through increasing reliability of the service and reducing uncertainty 
for customers building may contribute to converting low frequency purchasers to high 
frequency purchasers. Trust building may be more important for younger customers 
than older customers 
 Focus on improving satisfaction should prioritise pre-purchase and post-purchase 
activities ahead of during purchase activities. Successful satisfaction building could 
help convert low frequency buyers into high frequency buyers. 
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 Special efforts to reduce fear of risks beyond the current level may not be warranted 
as they are less likely to be effective in converting low frequency buyers into high 
frequency buyers. 
 Communication of benefits of online shopping and mechanisms to make online 
shopping easier will be important for the 56-65 age category, because this group had 
both low perceptions of benefits and ease-of use and low repurchase intentions. 
 
